Religion, being an aspect of culture, has considerable influence on people's values, habits and attitudes, and it greatly influences lifestyle, which in turn affects consumer decision behaviour[e.g. 1-3]. As Peterson and Roy[4] comment, one function of religion is to provide a source of meaning and purpose for people. Religion can provide a framework which makes life understandable and interpretable. Although religion has been a significant force in the lives of many individuals, its role in consumer choice can be characterized as unclear or "fuzzy". First, religion serves to define the ways to do things (i.e. established practice) and to provide a series of tools and techniques for social behaviour [5] [6] [7] [8] . Second, religion either fosters or frowns on particular choice behaviour [9, 10] . Thus, despite the potential importance of the religion or religiosity constructs, any empirical investigation of these constructs in consumer behaviour has been rare.
settling of family disputes was apparent among all religious groups. About half the Catholic respondents stated that the husband exerted more influence than the wife in resolving recent family conflicts; the findings did not show any evidence of unusual matriarchal dominance in Catholic families. However, comparing research from Mexico, Puerto Rico, England and the USA, Rainwater [29] found that Catholic males from all areas suffer from job insecurity and compensate for their feelings of inferiority by exaggerating their masculinity and subordinating women. This might suggest that machismo may be due to feelings of inferiority, which men try to hide by acting superiorly [30] . This is accomplished by avoiding feminine and emphasizing strong masculine traits.
Brinkerhoff and MacKie [15] also studied gender behaviours such as familial power and division of household labour of Catholics, Mormons and Protestants. Findings suggest that, in terms of familial power, Mormons are among the most egalitarian. However, Roman Catholics appeared far more egalitarian than other studies reported[e.g . 22] . Their findings showing Roman Catholics to be egalitarian are consistent with Meir [31] and Campbell [32] . The most traditional group appeared to be Protestants.
The only study reported in marketing literature includes Delener and Schiffman's study [33] which examined the role structure of Catholic and Jewish households. Their findings suggest that in Catholic households husbands were the major influence in making specific purchase decisions. In contrast, in Jewish households husbands and wives shared equally in making most decisions. Although the relationship between religion/religiosity and decision making has not been extensively investigated, it is clear that marketing researchers are increasingly paying attention to the religiosity construct. For example, Engel [34] studied the psychographic profiles of two different denominations in Brazil. Other researchers examined the influence of religious background on consumption innovativeness [35, 36] , purchase risk aversion [1] and selected retail store patronage behaviour [37, 38] .
The limited available research suggests that religiosity, as a segmentation variable, has been recognized as one of the most important cultural forces and a key influence in buyer behaviour. Therefore studying the influence of the religious construct on consumer decision making is important owing to its stability over time and the observable nature of many of its elements.
Religious Influence/Role Structure Paradigm
A simple paradigm ( Figure 1 ) shows the religious variables as they were hypothesized in the study to influence consumer-related marital roles in purchase decision making. Religiousness, as an important value in the individual consumer's cognitive structure, can influence an individual's behaviour. Furthermore, religiousness may play a significant general role in the problem-solving and decision-making processes[e.g. [39] [40] [41] . For example, Pargament [42] has noted that religion may serve important functions in helping people understand and cope with life events by offering guidance, support and
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Decision Behaviour 39 hope. Spilka et al. [43] see religion as providing a frame of reference for individuals to help them understand, predict and control events, and to maintain self-esteem. Wilson [44] concludes "religion is probably the single most important shaper of sex roles". People's ideas about gender, both role and attitude, derive from socialization which occurs within the family setting, and has traditionally been guided by religious norms[e.g. 45, 46] . Still further, McMurry [22, p. 83 ] considers religion and family as reactive institutions which exert conservative influences and concludes, "the subjects who are exposed to more of this influence through greater religious involvement should be more traditional".
More specifically, religion represents a potentially significant element in many, if not all, the problem-solving and decision-making phases. For example, as recent research in religious attribution theory suggests, religion may affect how one understands the meaning of many problems [47, 48] . Similarly, religious beliefs and practices may guide the individual in the process of selecting solutions to problems. Religion may also provide the individual with emotional support throughout the problem-solving and decision-making processes, particularly during stressful periods [42] . Research hypotheses are discussed next. authoritarianism[e.g. [49] [50] [51] . In examining this relationship, some theorists contend that because of the organized structure of religion and its place in childbearing, religious systems foster authoritarian persons [52] . Others, however, argue that, given certain personality dispositions, certain religious content is usually more congenial [53] . In any event, particular religious beliefs seem to fit more easily into authoritarian patterns, and the cognitive structure of authoritarianism seems to be more congenial with particular types of religion [49, 54] .
Research Hypotheses: Religion and Decision Behaviour Patterns
Adorno et al. [55] assumed authoritarianism to be a syndrome that would make a person very susceptible to anti-democratic movements. Authoritarianism consists of nine traits: conventionalism, power orientation, submission, aggression, anti-intraception (i.e. rejection of self-reflection), superstition, cynicism, projectivity and excessive fixation on sexuality[e.g. 56]. These traits point to the psychoanalytic perspective of Adorno and his colleagues, who tried to explain the development of the authoritarian personality by describing its typical family background. An authoritarian person would have been raised in a family with a dominant, status-oriented father and a very restrictive mother. In this family, every tendency towards disobedience would have been strongly suppressed; therefore a premature and complete identification, also with submission to the powerful parents, would follow.
Some researchers have ventured the interpretation, as suggested by Adorno et al. [55] , that the personality characteristic of dogmatism is the common basis of the correlation between conservative attitudes and religion. Studies have found that religiousness appears to occur most frequently in rather well-defined religious groups, those which are conservative in dogma[e.g. 57, 58] . Greeley [59] reasoned that, if differences in conservative attitudes between Catholics and Jews were attributable to religious influences, conservatism (traditionalism and dogmatism) should be greater among those who could be regarded as more religious with their tradition.
The existing literature collectively suggests considerable evidence of a high degree of authoritarianism and conservatism among Catholics. Vosburgh and Juliani [60] , for example, reported that Catholics had more conservative views than those in other religious groupings. Findings of another study suggested that a group of Catholic students scored relatively high on the Authoritarian Scale (F-Scale) as well as on the dogmatism, opinionation and ethnocentrism scales [61] . Similarly, studies by Warshay et al. [62] reported higher authoritarian scores for Catholic samples. Jones [39] , in a study of naval aviation cadets, also found that those scoring high on the Authoritarian Scale were more likely to be Roman Catholic than Jewish. Hence the following research hypotheses were developed and tested in the present study:
H1a. The roles of husbands and wives in Catholic, Jewish, pro-religious and non-religious households vary over the course of consumer decisionmaking processes.
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H1b. Catholic households are prone to husband-dominated decision making. H1c. Jewish households are prone to syncratic consumer decision making.
Religiosity and Decision Behaviour Patterns
From a biblical perspective, pressure for obedience to an authority must always be assessed in the light of the effects such obedience would have on the persons involved. Religious believers have often placed primary emphasis on obedience and have relegated man's responsibility for the protection of his partner to a position clearly secondary [63] [64] [65] . For instance, within the religious structure children have been taught to obey authority unquestioningly; they have not been taught to assess critically the legitimacy of the authority's demands. Thus individuals who are deeply embedded in this structure would be expected to obey authority to the exclusion of other values. The ability to make firm decisions has perhaps become part of their lifestyle. Thus those who are strongly committed to religion are both attitudinally and behaviourally capable of making decisions consistent with moral conscience [41, 63, 66, 67] . At the same time, non-religious extremists can become committed to an authoritarian structure of their own. They may find themselves caught in the web of excessive submission to the authority of their own value structure.
Religious moderates have their values more in balance; while they recognize the importance of obedience to authority, they evaluate that authority in the light of their concern for other men. Religious moderates may be unaccustomed to firm decision making. There are also the agnostics -those who "do not know for sure". In the presence of such indecision, they are willing to have the momentary decisions of life made for them. In the Bock and Warren [63] study, these less decisive individuals were compelled to surrender moral conscience to a seemingly knowledgeable and decisive person. Only those accustomed to independent decision making could resist. The biblical position is that the man who is undecided about basic religious issues is unable to be decisive when confronted by an ethical dilemma. His tendency is to forfeit his choice to any impinging power. On the other hand, having taken a definite religious stance, one will act in accordance with his conscience.
Research indicates that pro-religious individuals are likely to be more dogmatic [61, 68, 69] , more conservative [62, 70] , and more authoritarian [52] [53] [54] than are the non-religious subjects. In particular, Frenkel-Brunswick [52] cites the authoritarian's tendency to rigid, exaggerated sex-role stereotypes that stress clearly defined roles of dominance and submission in husband/wife and general male/female relationships. Dichotomous sex-role conceptions within the authoritarian family emphasize exaggerated masculine and feminine characteristics[e.g. [71] [72] [73] . Johnson et al. [74] found that authoritarian subjects from entrepreneurial backgrounds were more restrictive than nonauthoritarians in the number of behaviours they considered appropriate for children of both sexes. As authoritarianism is positively correlated with European Journal of Marketing 28,5 42 religiosity, it is therefore predicted that individuals with pro-religious orientations are more likely to make autonomous decisions. The profile of the autonomous decision mode suggests a family with traditional values and attitudes towards marital roles. The power to make a decision is influenced by prescribed authority[e.g. 33, 75, 76] . This leads to the following research hypotheses within the context of the consumer purchase decision process:
H2a. For Catholic and Jewish households, the higher the religious orientation, the greater the occurrence of autonomous consumer decisions.
H2b. For Catholic and Jewish households, the lower the religious orientation, the greater the occurrence of syncratic consumer decisions.
H3a. For Catholic and Jewish households, the higher the perceived religious affiliation, the greater the occurrence of autonomous consumer decisions.
H3b. For Catholic and Jewish households, the lower the perceived religious affiliation, the greater the occurrence of syncratic consumer decisions.
Methodology: Data Collection Procedures and Sample
Data were collected from up-scale Catholic and Jewish households residing in the North-East region of the USA who had purchased a new automobile within the past year. The typical respondent was between 35 and 44 years of age, had at least some college education, and came from a nuclear family. A comparatively up-scale sample was selected because, first, the overall objective of this research is not to measure absolute occurrences in the society, but rather to explore relationships existing between variables and, second, up-scale samples may even be desirable in this type of research. As was pointed out by Hirschman [36] , a study using religion as an independent variable is perhaps better served by surveying the more up-scale consumer, since doing so allows better control for socio-economic differences known to exist among religious groups. The systematic sample was used as a selection procedure in this research and the sampling frame containing 1,500 households was obtained from a well-established list supply company. A letter describing the study and ensuring respondents' anonymity in any published results was mailed to every second household on the list. A total of 750 questionnaires were then hand-delivered (and later collected) by the 24 trained screening interviewers. After discarding unusable questionnaires owing to severe omissions and end-piling, 207 (131 Catholics and 76 Jews) of the collected questionnaires were included in the database, yielding a response rate of 28 per cent. The somewhat low response rate may perhaps be attributed to the length of the questionnaire. Furthermore, members of any other religious groups (primarily Protestants) were excluded because the research was to focus on perceived differences in the consumer-related marital roles of the largest minority religious groups in the USA.
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Measurement of Study Variables
To measure influence and marital role orientation, principal decision-makers were asked to recall the manner in which various consumer decisions had been made in these households. For each automobile sub-decisions and decisions in general, each spouse indicated the degree of his/her perceived influence based on a five-point scale. The decision components represented eight common and relevant dimensions of purchase, e.g. problem/need recognition, search for information, what make, what model, what colour, when, where to buy and how much to spend. An automobile was selected as a household decision-making object because it met the selection criteria of other products in previous household decision studies[e.g. 33, 76] , that is it requires substantial financial outlay, has an extended period of ownership and is shared by several household members. In measuring the effect of religious factors on family purchasing roles, three independent variables were used. These variables and their operational definitions are presented in Table I .
Reliability Testing
In this study Cronbach's [77] popular unidimensional coefficient alpha was used to test reliability. It is an estimate of the correlation between random samples of items from a universe of items and is an appropriate index of equivalence. This measurement, in effect, produces the mean of all possible split-half coefficients resulting from different splittings of the measurement instrument [78] . Internal consistency reliabilities (coefficient alphas) of the religiousness and purchase decision scales were 0.84 and 0.89 respectively. Based on Nunnally's criteria it is important to note that the scales' reliabilities are very large in magnitude. This indicates a high degree of internal consistency. According to Nunnally [79] :
What a satisfactory level of reliability is depends on how a measure is being used. In the early stages of research on predictor tests or hypothesized measures of a construct, one saves time and energy by working with instruments that have only modest reliability, for which purpose reliabilities of 0.60 or 0.50 will suffice (p. 226).
Measuring reliability this way is appropriate for buyer behaviour research and has been used by several researchers [e.g. 35, 80] .
Analysis and Findings
Multivariate analysis of covariance (MANCOVA) was used to test research hypotheses. The following discussion will explore these statistical analyses.
As indicated in Table II , religious orientation effect and religion by religious orientation interaction were significant in determining marital roles in automobile purchase decisions. For the religious orientation, MANCOVA findings were significant for questions concerning search for information, when to purchase, where to purchase and what model to purchase. As is indicated in Table V , the pro-religious households search for information jointly (2.8737) more than non-religious households (2.1696 
Protestant_____________None ____________
Only those respondents indicating that they were Catholic or Jewish (reformed and conservative only) were included in the analysis.
(Continued) to any items omitted by a respondent. Then, depending on their tendency to agree or disagree with the two types of statements, they can be assigned to one of four classifications:
(1) Pro-religious: Subjects above the median on both scales.
(2) Intrinsic: Subjects above the intrinsic median but below the extrinsic median.
(3) Extrinsic: Subjects above the extrinsic median but below the intrinsic median. While this classification scheme has been followed by many researchers, literature suggests that many intrinsic and pro-religious individuals are generally indistinguishable and that they both score higher than either the extrinsic or nonreligious. Therefore, in examining the role of religiousness in purchase decisions pro-religious and non-religious groups were isolated as the focus of current research. 7321) . Furthermore, the findings suggest that religion by religious orientation interact for the questions concerning where and what colour automobile to purchase. Within the context of the non-religious orientation, Jewish households were more likely to decide jointly where to purchase an automobile (3.0370) compared with Catholic households which tended to be husbanddominated (2.3294). In contrast, for the pro-religious orientation, Catholic households were more likely to decide jointly where to purchase an automobile (2.3913) compared with Jewish households which were more likely to be husband-dominated (1.9592). The findings also suggest an interaction between religion and religious orientation for the decision of what colour automobile to purchase. For those with non-religious orientation, Jewish households were more likely to decide jointly what colour automobile to purchase (3.1481) than Catholic households where wives were the dominant influence in deciding the colour of the automobile (3.4353 
Perceived
Discussion and Implications
Findings of this study, as expected, suggest that differential role behaviour varies according to religious influences, and, on balance, provide support for [81] noted in their summary of the literature that differential role behaviour varies according to socio-cultural influences, type of product and decision stages. Clearly, the stage in the decision process has been shown to be an important element in role structure. Findings suggest that role structure varies over the course of the automobile purchase decision-making process owing to the respondents' religious affiliation and religious orientation. Hence, H1a is supported. For example, in pro-religious Jewish households and pro-religious households in general, husbands exerted more influence in deciding where to purchase an automobile. This is consistent with McMurry's [22] conclusion that stated the more religiously involved would portray more traditional gender attitudes. Results did not show any significant religion and perceived strength of religious affiliation influences on role structure. Hence, H1b, c and H3a, b are not supported. However, the analysis demonstrates significant findings for the religious orientation and decision behaviour patterns. For example, in proreligious Catholic households, husbands and wives jointly decided where to purchase and what colour of automobile to purchase, whereas, in pro-religious Jewish households, husbands and wives decided when to purchase, and what colour of automobile to purchase respectively. These results, taken together, provide partial support for H2a. In contrast, in non-religious Jewish households, husbands and wives decided jointly where to purchase and what colour of automobile to purchase. Therefore the evidence in Table V provides support for H2b.
Results of this study suggest that marketers should seek a niche within a given market. Marketing should not be seen as a quick-fix solution for current problems, but rather entailing sensitivity in meeting the needs and wants of the consumers served. Specifically, in advertising, promotion, direct sales, etc., the importance of the decision-maker's religiousness must be considered. If his/her role in the decision-making process is ignored or treated as unimportant the sale of that product or service may be lost.
In general, marketing and consumer behaviour researchers have been concerned with the relative influence of husbands and wives in various decisions because of the implications role differentiation may have for product planning, advertising content and media, and choice of distribution channels. Specifically, enhanced knowledge of religious differences in consumption decision processes should have significant impact on the effectiveness of global marketing strategies and tactics. In particular, for promotion strategies, the appropriate communications target should be more clearly identifiable. Alsosuch knowledge should serve as a guide to development of more suitable message content and appeals. This knowledge may also have implications for distribution and product variables. In this way, marketing strategists can more effectively encounter the needs of diverse religious groups.
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While these findings are interesting and yield potentially valuable implications, one should recognize the inherent limitations associated with generalizing these findings beyond the sample utilized, its geographic scope, and the product category examined. Future investigations should therefore attempt to go beyond this basic conceptualization and methodology. They should investigate a number of product and service categories. In addition, there is great need for expansion of the religions investigated. Other issues that need to be studied include purchase timing and variations in product and service evaluative criteria among household members. Furthermore, with global marketing increasing in importance it will be desirable to explore the implications of religiousness on marketing ethics, politics and the economic marketing systems. Additional buyer behaviour studies to examine religion further as a background variable influencing hedonic consumption changes in consumer values would be a contribution.
